The research aims at discovering the basic elements of energy potential in a media text. On the basis of the analysis of journalistic and advertising texts internal and external factors of the text energy circulation are singled out. The authors argue that a media text, representing a national worldview, contributes to the author's and addressees' energy augmentation as well as supports sustainable cultural meanings, fixed in the text.
Introduction
Creativity in media is inseparably coupled with the problem of reality interpretation.
The question about an effective media text toolkit remains topical. Why do certain texts evoke diametrically opposed interpretations and treatment, ranging from sincere interest to complete ignoring? How do other works change people's attitudes and shape strong beliefs? Certain publications manifest weak engaging energy whereas others possess vigorous, tempting energy, which determines the degree of their effectiveness with the possibility to influence cognitive, emotional, and behavioral components of the human psyche. Such texts cause "a secondary information wave" and mold an addressee's individual reactionwhen some consumers bear in mind an offered set of facts; others discuss them and even commit specific actions (start watching a program Linguistics distinguishes the connotative means of the expressivity and emotionality of a linguistic unit. In scientific discourse, emotionality is interpreted as a sensuous evaluation of extralinguistic objects; expressivity is defined as a deliberate impact on an addressee generated by the rhetoric and significance of a statement (Гальперин 1981; Карасик 2009; Bednarek 2011) . Some works correlate this classification with the notion of measure; as a result "quantitative and qualitative measure criteria are determined" (Матвеева 2000) .
In Ozhegov's dictionary "energy" is described as a "measure of the matter motion", and
as "determination and persistence in operation"; Dal defines it as "consistency, firmness, endurance, stamina, indefatigability, vehemence" (Даль 2009; Ожегов 2009 ). Matveeva offers to distinguish energy as a psycholinguistic category when talking about the author's energy, author's willpower energy, personality's energy, and energetics as a text category when discussing the author's energy embodied in the text (Матвеева 2000: 109) . In this article we view a media text as a result of the author's creative efforts and, simultaneously, as a field of cultural meanings where the addressee's and addresser's mental information is united. In such a context the term "media text energy" is a complex notion, consisting of a series of external and internal factors, accumulating the author's and consumer's energy, represented in the semiotic and language texture of the text. From the perspective of a linguoculturological analysis, media text energy is measured with the help of energy units (energemes) -"subcategories associated with the idea of motion and the concept of measure" (Matveeva 2000: 217) , embedded into the processes of text construction and text perception.
Background studies
Scholars have been interested in researching the effects of the interaction of language potential and text semantics with "background knowledge"; have been studying the global problem of language and consciousness correlation in the text creation and perception processes. Cognitive (anthropological) linguistics is flourishing; its set of categories includes the following notions: "linguistic persona", "naïve worldview", "linguistic view of the world". Researchers stress the key role of the language in a person's and community life; language is perceived as a cognitive tool contributing to world awareness, cultural experience, and storage and representation of national values (Апресян 1995; Арутюнова 1998; Будагов 1974; Залевская 2005; Карасик 2002 Колесов 2004; Леонтьев 1999; Петров 2004; Пименова 1999; Портнов 1988; Степанов 2004; Evans & Green 2006; Graddol & Boyd-Barrett 1994; Manerko 2016; Wierzbicka 1988; . In cognitive linguistics, a text is interpreted as a source of cultural information, which is necessary to reconstruct an integral worldview using language data.
Bakhtin argued that "the text expresses consciousness reflecting something" (Бахтин 1986 ); a media text brightly represents a national worldview. The author's and reader's / listener's / viewer's cognitive as well as social activity preconditions media text construction and interpretation. Thus, discursive relations involve a definite linguistic persona, represented by the author, and an addressee of a media text, each manifesting their national and social status.
A text, woven from words and speech, is called upon to perform an energy function. It takes energy to verbalize one's conceptual work concerned with knowledge regulation.
The text space is charged by individual and collective consciousness. The language manifests itself as a cognitive tool, which fixes human mental activity results and cultural codes.
Mentality and language are products of a person's cognitive activity. During our everyday actions a deep, meaningful dialogue with the world is carried out, where the language, as Leontiev notes, appears to be "the most important orienting point and guide" (Леонтьев 1999: 282) . In this sense, the meanings belong not to the words, but to the consciousness and are expressed with the help of language systems. Herewith word semantics is just a way to retain knowledge and societal experience. Language possesses a clear-cut social dependence, establishing a specific character of the human's existence in a definite society.
A word is "a house of the soul's existence"; it is born in an energetic field of our consciousness and is reflected in a human's world model. The effectiveness of a media text and the degree of its persuasive quality are determined by the reader's and writer's possibility of 'entering' a prototypical text, a primordial text of the culture, holding its memory (Лотман 1992) . The national world model of a media text author structures the surrounding world in a specific way.
Coding and information processing take the form of a mental representation (Леонтьев 1999). A perceiving person (an author) segments a wide layer of reality, highlighting the foremost elements. In the cognitive linguistics framework the main units of the worldview creation, the quanta of experienced knowledge are concepts, which allow us to process, keep, and transfer information (Воркачев 2003 Бахтин 1986; Воробьёва 1993; Гончарова 1997; Романова 1996) .
Forming the text idea, a journalist estimates potential readers' knowledge level of the subject, i.e. existing background knowledge. Background knowledge is understood as the information fund common both for the text author and for its consumer. Its shortage or lack makes the text comprehension impossible. Background knowledge includes "the aggregate of cultural and material-historical data of geographical and pragmatic character, which are expected of the given language native speaker" (Гюббенет 1981: 8, 1991: 7; Никитина 1986: 114) . Zalevskaya notes, "It is the collective knowledge that sets benchmarks in accordance with which the text producer textures it" (Залевская 2005: 353) .
Having estimated the background knowledge, the journalist verbalizes explicitly the lacking information. Then, the text components are integrated with the missing fragments of background knowledge. Pragmatic factors determine the extent of background knowledge explication: it can be simply stated, the journalist can drop a hint, mention something casually, but detailed and verbose exposition is also possible (Шабес 1989: 7-8 
Internal factors of energy exchange: the author's characteristics
The author, when creating his / her text, enriches it with a body of certain appeals. As for the consumers, they begin a dialogue with the author and demonstrate either their support for these appeals, or reinforcement, or rejection and resentment when perceiving a media text.
The author introduces active formative energy of an individual spirit and public mind.
It is the culture potential, which provides energy 'extrinsically'; however, the energy is brought in by a personality-creator, which allows preserving the long-lasting energy level of the text. Likhachev calls it "the creator's personality's radiant energy" (Лихачёв 1989: 82-84 by the author's exclusive talent, which allows creating a specific psycho-aesthetic background of a media text, its stylistic and syntactical richness. A linguistic persona of the artistic type generates a 'method of self-revelation' when a text consumer gets involved in a dialogue through the author's energy, which he / she seems to convey to a listener, viewer, and reader.
The author of an analytical type replenishes text energy potential by means of meaning generation. Thus, journalists persuade their readers not just with the help of logical contemplations, but by influencing their feelings as well. Affecting the readers, the author tries to make them appropriately focused, bring about a certain shift in their value system. All this can be accomplished when the readers are imparted with knowledge about unfamiliar elements; when they are offered new information about the facts or events they already know, or when new information is presented from a different perspective (Леонтьев 1999).
The target audience of such content not just perceives a text, but uses it as guidance for some activity. The readers operate, first of all, with things which stand beyond the text frame, e.g., a constantly changing world of events, various situations, feelings, life values, ideas incentives. Consumers undertake additional volitional efforts; they
synthesize the text meaning and analyze speech content in parallel. The synthesis of the text meaning has a selective character, as only separate language units remain in the memory (Леонтьев 1979: 20-26 ). In the modern information age it is the person who has information that possesses the world; an energetically capacious word sometimes affects stronger than objects and processes in the surrounding world, determining thoughts and behavior, affecting feelings and emotions. The impact of the word on people is based on interaction with their life experience and knowledge. An analytically thinking author aims at shifting a consumer's paradigm.
Internal factors of energy exchange: media text characteristics
The author The author's comments, parentheses, which represent the author's contemplations, generalizations, maxims satisfy consumers' curiosity, appeal to their interests, direct the consumers toward a further problem studying. Media text authors can identify themselves with their addressees (inclusive pronouns we, our are widely used for the purpose) hereby inviting the audience to cooperative consideration of a problem.
Interrogative sentences anticipate consumers' questions, increase their interest, and appeal to their life experience. Besides, questions stimulate the addressees to reach certain conclusions (Гончарова 1995: 26; Романова 1996: 89-95 Media make extensive use of background influencing or emotional tuning: the flashing of frames, which creates the effect of the actuality of the happening; sound effects (music, sound increase), loud applause, laughter, crying, and so on. Sensory energy takes the media audience into a tangible sense of reality, into 'trance and oblivion', and is capable of transferring a person's sensations over time and space (Харченко 2012).
A modern media text is characterized by a vivid and expressive style of story delivery.
Many researchers speak of the democratization of speech culture: conversational speech use in the media environment has reached formerly inaccessible levels It is important to underline that a neutral in style content, less emotional in its suggestive characteristics of psychological influence on the audience, possesses energy capacity as well. The vocabulary of such style articles refers to more formal language registers, displays quite a lot of formal language, intended for well-educated readers.
Analytical articles from serious, quality newspapers have quite a few compound sentences, participle constructions, complicating the process of reading and understanding. The article tone is somewhat official, the journalists appeal to the addressees' intelligence, knowledge, and experience, their ability to draw conclusions independently. The content is distinguished by a deep and detailed coverage of the event (Bromhead 1991:163-165; McLean 1993:51 
External factors of energy exchange: addressee's characteristics
The process of text perception involves external factors of effectiveness. A reader / listener / viewer represents a peculiar animate transformer of text energy resources.
Proceeding with interpretation and decoding of a text offered by media, consumers assert themselves as active participants of the energy space of a media text, contributing
to the text energy circulation.
Bakhtin called the text "a flesh of communication". "An event of the text life always happens on the verge of two consciousnesses, two actors "the scholar writes (Бахтин 1986: 311) . The text, being an informative entity 'in operation', does not exist beyond the consciousness of its creator and addressee; it is characterized by bidirectionality at the author and its reader / listener / viewer.
It was Bakhtin who among the first stressed the necessity of taking into account addressees' possible reaction to the text. Consumers' potential opinions, their beliefs and prejudices play an important role in text comprehension, as they determine the author's message interpretation. When a text is being generated, the addressee's factor influences the language means choice to a greater or lesser extent. More than that, the author's anticipation of a possible consumer's reaction has a high profile. For an adequate text interpretation the addressee should know the situation and possess specific knowledge of the field, described in the text (Бахтин 1986: 467-471) .
A media text as an intermediary between communicants transfers information from one In order to maintain effective energy flow, the cognitive correspondence of the author's and consumer's mental worlds should be sustained with the semantic harmony of the text content. The presence of negative and positive factors in one stream overthrows the consumers' energy; they stop reacting to the information (e.g., when within one footage bombardment and humanitarian help delivered by plane are shown).
A cognitive factor is inseparably connected with the creativity of reaction, with "insights in one's own fashion" (Потебня 1999 of their life and, consequently, are not of special interest for them (Bromhead 1991; McLean 1993; Sparks 1988 
Discussion and conclusion
A media text represents the energy of being, reflects the intricacies of its creation and perception.
The carried out linguoculturological analysis of a media text states an inseparable unity of the text language and national worldview, stresses the topicality of and demand for internal and external energy factors by the media text author and addressees. The Герцена, с. 16-37. Leontiev, A.A. (1999) 
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Résumé in English
Media text energy potential study is connected with its ability to provoke a mass response from the target audience. Modern mass media are seeking efficient strategies, ensuring their high rating. More than 200 Russian media texts with a journalistic and advertising format from the Russian media landscape as well as about 70 British newspapers texts constitute our research empirical base. All the texts cover the period of 2010-2017. A media text results from the author's linguistic worldview; its perception is conditioned by the specificity of the identical consumer's worldview, which fixes human mental activity constructs and main culture codes. We discuss a media text energy circulation in text construction and perception processes using linguoculturological analysis. 
Résumé in Russian
Энергетический потенциал медиатекста связан с его возможностью обеспечивать массовые эффекты реагирования со стороны целевой аудитории. Similarity Index 4%
